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The Advertising Law plays an important part in modern advertising; countries of 
legislative traditions mostly do not have specialty laws in advertising regulation as 
Advertising Law in China, which demonstrates the difficulty of advertising regulation 
and the tendency of development of advertising legislation. We should concern on the 
developed countries’ ad regulation experience and upgrade our management system. 
But through the research, the author find there is no production that consider the 
systematic study of the ad developed countries’, most of the research focus on “how 
to improve the legal provisions” and so on. Recently, there are some researchers 
began to think about ad self-regulation, and how to learn from foreign ad laws, etc. 
But they still care more about the content of the ad laws, which belongs to the analysis 
of the static content, instead of the research of the history of the ad laws. It is for this 
reason that this article generated. It is about the history and evolution of American 
Advertising Law, using the research methods of content and historical analysis. 
The author separates the article into three parts according to the development of 
American Advertising Law:1、The period of embryonic stage(1704-1905):In this 
period, there was no law in trading environment, and any statements about the goods 
were permitted. The government didn’t regulate the advertising, and there wasn’t any 
ad law.2、The period of development stage(1906-1969)：In order to avoid the injure 
from deceptive and misleading advertisement, the government began to regulate the 
advertising, and adopted lots of ad laws. 3、The period of advanced stage(since 1970)：
Many responsible producers worried about the advertising became more and more 
deceptive, which would influence consumers’ trust in advertising and goods. 
Self-regulation played a more important role in ad regulation.  
The research shows that American Advertising Law was produced in the legal 
framework and model of the United States, developing with the progress of economic 
system, business, technical conditions and culture. 
 

















1.1 研究背景 ..............................................................................................................1 
1.2 研究目的及意义 .................................................................................................2 
1.3 广告法研究的现有成果 .....................................................................................4 
1.4 研究方法 .............................................................................................................7 
第二章 美国广告法史概述..................................................................................9 
2.1 国家和年代的选取依据 .....................................................................................9 
2.2 时段划分的依据和情况 ...................................................................................10 
2.3 美国广告法的定义 ........................................................................................... 11 
2.4 美国广告法概述 ............................................................................................... 11 
2.5 美国法律体系 ...................................................................................................14 
第三章 草创阶段的美国广告法（1704-1905）.........................................17 
3.1 背景概况 ...........................................................................................................17 
3.2 草创阶段的美国广告法 ...................................................................................19 
3.3 小结 ...................................................................................................................21 
第四章 发展阶段的美国广告法（1906-1969）.........................................24 
4.1 背景概况 ...........................................................................................................24 
4.2 发展阶段的美国广告法 ...................................................................................26 
4.3 小结 ...................................................................................................................38 
第五章 成熟阶段的美国广告法（1970-至今）.........................................42 
5.1 背景概况 ...........................................................................................................42 
5.2 成熟阶段的美国广告法 ...................................................................................44 
5.3 小结 ...................................................................................................................53 



















Chapter One: The Introduction ......................................................................1 
1.1 Research Background....................................................................................1 
1.2 Research Objective And Significance...........................................................2 
1.3 Literature Review ..........................................................................................4 
1.4 Research Methods ........................................................................................7 
Chapter Two: The Outline Of American Advertising Law’s History.....9 
 2.1 Basis For The Selection Of Countries And Years......................................9 
2.2 Basis For The Division Of Years .................................................................10 
2.3 The Definition Of Advertising Law............................................................ 11 
2.4 The Outline Of American Advertising Law............................................... 11 
2.5 The American Legal System .......................................................................14 
Chapter Three: The Period Of Embryonic Stage ...................................17 
3.1 Background ................................................................................................17 
3.2 The Period Of Embryonic Stage.................................................................19 
3.3 Summary.......................................................................................................21 
Chapter Four: The Period Of Development Stage .................................24 
4.1 Background ..................................................................................................24 
4.2 The Period Of Development Stage..............................................................26 
4.3 Summary.......................................................................................................38 
Chapter Five: The Period Of Advanced Stage .........................................42 
5.1 Background ..................................................................................................42 
5.2 The Period Of Advanced Stage ...................................................................44 
5.3 Summary.......................................................................................................53 










































                                                        









































                                                        






























































年广告法相关文献大约有 144 篇，硕士学位论文 1篇。从历年广告法研究论文的
分布情况可以发现，90 年代以前此类研究属于空白，仅 1989 年 6 月《中国社会
科学院研究生院学报》上发表了一篇《论社会主义广告法的主要原则》，从论文
内容来看，该篇文章对广告法内容本身基本未涉及。而 90 年代以后，尤其是 1994
《中华人民共和国广告法》通过实施前后，广告法才正式进入国内研究者的视野，
仅 1994 年一年，相关文献发表 17 篇，但内容主要是法律杂志上的《广告法》全
文刊登，仅两篇文章是对《广告法》的评述；而 1995 年是广告法研究“井喷”
的一年，相关文献 52 篇，占到全部文献的 1/3，这时对广告法投以关注虽然也
有广告界的学者和杂志，但以法学界为主；从 1996 年起，广告界对于广告法的
研究热情超过法学界而成为该领域的研究主体，但相关文献发表量相对广告学其








































































原文资料，国内译本甚少，而广告法的专门著作仅找到《Advertising law in 




而通过对 Journal of Advertising 等国外广告学研究数据库和 Westlaw 等
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